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The new 211 DMA market structure was reviewed to identify 
micro test market opportunities for a longer length Marlboro 
Red Box proposition. The 2 micro markets which best fit the 
criteria of high/low Red Box development, relatively low 
transshipments, and are somewhat geographically isolated 
are Fargo, ND and Duluth, MN. 

Fargo Duluth 


% US Population 

0.3 

0.2 

SDI ' s 



Total Marlboro 

93 

102 

Marlboro Red 

35 

101 

Marlboro Red Box 

50 

153 

Marlboro Lights Non-Menthol 

106 

101 

Total Camel Filter 

117 

192 

Total Price Value 

152 

164 

Share Change vs. YAG 



Total Marlboro 

0.6 

0.3 

Marlboro Red 

0.2 

-0.3 

Marlboro Red Box 

0.2 

-0.3 

Marlboro Lights Non-Menthol 

0.4 

0.7 

Total Camel Filter 

-0.1 

0.2 

Total Price Value 

4.6 

3.6 


Transshipments 

% into DMA 20 39 

% out of DMA 21 23 

Share of market trends indicate that the Marlboro Red Box is 
growing in Fargo, where the packing is underdeveloped, and 
declining in Duluth, where Red Box is strong. 

OBJECTIVES 

1. Effect changeover from 79mm to 83mm product at retail. 

2. Cover as close to 100% of retail inventory/volume as 
practicable. 
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3. Keep 83mm product confined to test DMA's, to the extent 
possible. 

4. Minimize awareness of changeover, especially by 
consumers and retailers. 

5. Read impact on Red from as many data sources as 
possible. 

ISSUES 


1. To minimize side by side inventory of 79mm and 83mm 
product, FSF will be enlisted to swap out 79mm at 
retail, creating as brief a transition as possible. 

2. Wholesalers will be informed of the new box size to 
allow to them to stamp product properly, as the new 
carton size requires adjustments to their tax stamping 
machinery. If they are not told by us, they will find 
out for themselves, after damaging product processed at 
the wrong settings. 

3. Where appropriate, wholesalers in market will be 
shipped both products, with 83mm designated for 
retailers in test areas, and 79mm for out of market 
accounts. Determination will be made based on volume 
of spillout on an account by account basis (see 
attachments 1, 2). 

4. Wholesalers out of market who supply retailers in test 
areas ■will receive differentiated 83mm product for 
shipment to these retailers, if the business done by 
these retailers warrants the risk of potential 
spillout. 

Minter-Weisman, for example services 1,013 stores from 
their Plymouth area facility. Fifty-two are in Duluth, 
including K-Mart, Target, Snyder Drug and Walgreen, and 
account for 8.2% of retail volume. Another 25 are in 
Fargo including Target, K-Mart, and Walgreens, and 
represent 5.5% of retail volume. 

McLane, as another example, services 2,142 stores out 
of its Denver warehouse, including nine stores in 
Duluth and 22 in Fargo. While it might be desirable 
not to ship 83mm product to this Denver facility, this 
would mean not covering any of the nine 7-Elevens in 
Duluth (1.3% retail volume) or the six 7-Elevens, nine 
Mini Marts, four Super Pumpers, and three other stores 
in Duluth (3.1% retail volume). 

Wholesalers inside th DMA that ship product out of 
market also must be contacted and asked to cooperate 
with efforts to limit the amount of product spillout. 


Source: https://www.industrydocuments.ucsf.edu/docs/zhhm0004 
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See attachments 1 and 2 for details on each 
wholesaler's importance in the markets. 

5. Wholesalers (and direct retailers) would be given 
geographic definitions of the test areas, only as it 
pertains to their stores. I.e., if a wholesaler 
supplies stores in 3 of the 11 counties in the Duluth 
DMA, he would be told the test area consisted of 3 
counties. In addition, a listing of all his SPACE 
identified stores would be provided (and verified). 

6. Field Sales and, to the extent possible, direct 
accounts, will be instructed not to mention the package 
change to anyone else, particularly consumers, and 
retailers. 

7. ICC is investigating possible distributor data sources 
in both markets, including availability of back data. 

8. Retail audits conducted at bi-weekly intervals should 
be initiated ASAP, to accumulate as much base data as 
possible (and also to allow the retail data to 
stabilize as long before the changeover as possible). 

If approval of these markets is secured by July 30, 
base audits could begin in 2 to 4 weeks, depending on 
chain authorizations. Audits should continue bi-weekly 
for at least the first several months. 

9. Duluth and Fargo have 14 and 20 active ship-to-points, 
respectively. Red's shipments will be evaluated, both 
on share of industry and on share of PM. In addition, 
in the event of any significant account shifting, 
individual direct accounts not affected by this 
shifting could be examined on a share of PM basis, or 
aggregations of three or more such accounts could be 
created for share of industry evaluations. 

10. Evaluation should be in two phases: first, initial 
reaction to the change, and second, any lasting 
effects. This means that the test should continue for 
at least 9 to 12 months. 
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